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CEO Report 


First 100 Days 


DEEP UNDERSTANDING THROUGH 


Market Visits across Greater China, South East Asia, Gulf 
| Cooperation Council and South Korea H h Store visits 1 Year Strategy develnped 
3 h Monthly Business Reviews with Markets | | Touch base with Top 50 Senior Leaders 
Completed In Progress 


Financial Health Check IT Health Check 


We have the DNA for growth 


GP % - 5890 Robust cash position 


PATS Margin ~8.9% 
(in 2023) 


Over 30 countries with 9 million loyal customers, especially strong 
in Hong Kong & Southern China 


Talented and committed staff to drive change 


А series of macro events as a backdrop to our declining business, time to reset and win 


From our peak to now 


Time to reset, recalibrate 


Peak Profit HK Social Events ЕТЕ 


Through quick wins and ош 5 
year strategy 


HK$5.8bn revenue, solidifying 
Giordano s strong position in Direct impact to HK business 
the market 


en Ө 6 O Ө Eo 
2013 2014 2019 2020 2023/Present 


Shifting Consumer Trends 


Rise of fast-fashion brands like Global disruption, severely 

Uniglo at attractive prices impacting physical shops 
Revenue | $5.8bn $5.5bn $4.9bn $3.1bn $3.9bn 
Pas | 11.3% 74% 47% 3.6% 8.9% 


Margin 


Giordano business shrunk by 1/3 over past 10 years 


Giordano Global revenue and operating profit margin 
2013-2023, HKD million, % 


OP 828 542 556 568 689 625 397 -105 263 425 503 


ОРФ 14.2% 9.8% 10.3% 11.0% 12.7% 11.3% 8.2% -3.4% 7.8% 11.2% 13.0% 


6000 — 5,848 
ШЕ Offline’ 


ШШ Online 
3,873 И 


Covid outbreak accelerated 
business shrinkage 


4,852 


2,709 


4,000 


94.5% 


2,000 


10.5% 


2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 


Including Wholesale 7 


Ill China 
A deeper look into our Mainland China business shows а 62% drop in 


revenue over past 10 years 


Giordano Mainland China revenue and operating profit margin 
2013-2023, HKD million, 96 


op Сто) Сво Со) Сәу Qu» Qe» GD Спор Сир Ce» QD 
орж (656) GW СӨ) Crow) Сол) 


1,451 Covid outbreak accelerate 
<+ P : 
1,285 1.307 1,293 business shrinkage 


2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 


Financial Highlights 


P&L Overview - First Half 2024 


Group Revenue 
was flat yoy, 
constant exchange 
rate 


Southeast Asia and 
Australia 
+6.7% 


Gulf Cooperation 
Council :0.6% 


Greater China 
5 ш 1 % 


(at constant exchange rate) 


OPEX ир 2 Oo, 
to 49.5% 


due to one off expenses 
related to corporate 
requisition exercise 


Net Profit 


$120m 


(vs. 2023 $190m) due to 
non-recurring items 


Interim 
dividend of 


at 


8.0 
cents 


Per share 


108.1% 


Immediate Priorities 2024 


Quick Win 
initiatives to 
drive growth 
and optimize 
profitability 


Drive 


Competencies & 
Capabilities Focus on our 


bean Peopl 
"M AE. eop e 


Franchise Sourcing 


C) 
о 


еСоттегсе Marketing 
IDigital 


Retail 
Operations 


Quick wins 
Quarter 2 


to 
accelerate 
growth 


wi 
iti 


НБ ЕНЕН 
па ТШ 


2: 
РЫ 
r^ 

" 


Зунун 
EXPLORATION Р 
а, 


Г" iS 
Store eCommerce Go-To-Market Product Storytelling on Inventory 
Operations Acceleration 55725 Allocation Product Management 


Improvement Innovation 
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Outlook 


2024 will be С Positive growth in 2%4 Half 2024 
a Transition 


[vj Full Year flat to 2023 in revenue 


Our 5 Year Strategy 


me —— ____ 


Beyond B іші 


We are in an attractive industry 


Sound economics 


Growth opportunities 


Large market 


Healthy profit margin | (5) In Greater China 


Robust growth 
in eCommerce 


Apparel industry 
growth across markets 


Long term 
shareholder dividend 


Casual healthy 
Lifestyle trends 


2030 Vision, mission, corporate values 


Giordano 
To be the best Asian apparel brand 


i — ans 


To make people "Feel Good" and " Look Great" 


Quality Knowledge Innovation Service Simplicity 


Updating expertise and Thinking out of the box Exceeding customer's 


| ; Less is more 
sharing knowledge expectations 


Doing things right 


Strategic Choices 


Brand Digital Greater One 
Portfolio First China Giordano 


GIORDANO 


Men, Women, Junior 


giordano[ladie: 


* Revitalize * Digital Transformation e Mainland China • Centralized HQ 
Giordano • eCom Acceleration Brand revitalisation Functions 
e Beau Monde by * Digital First e Winning in Hong * Marketing & Brand 
Giordano • Leverage Digital Kong Effectiveness 
e Giordano Ladies Insights e Sourcing Strategy 
• Future Product • Shared Services 


Creation * Operation Excellence 


WE WILL SIMPLIFY 
OUR BRAND 
PORTFOLIO 

TO BE 
CONSUMER 
CENTRIC 


Е Giordano Ladies 


ШУ 


From 5 Brands 


ш 


МЕ Women 


ЈИ 


Giordano Junior 


Beau Monde by соч 


То З Вгапаѕ 


Giordano 
Brand 


I nA a Т { е 
тей Маје Skewed 
Men, Women, Juniors а 8- ла 25-34  'h 


Giordano Ladies 
Premium Elegance 


Rejuvenation of Mainland China and Hong Kong is key to our turnaround 


Market Size '23-'30 
HKD Bn CAGR 


“23 ‘30 


strategy 


Greater E em I" ml Ct M E 
China раа 


Taiwan 


Australia 118 154 496 
Inm К шл Е З л 
NA a и == анко. == 
mu С. ОИЕ: нЕ че 
mE 2. о == И и 
Thailand 55 154 4% 
Vietnam 24 39 7% 
Кимай 15 22 5% 
EE Qatar 9 14 696 
ЖЕТЕН Saudia Arabia 141 203 596 
UAE/Dubai 101 153 696 
Free trade zone N/A N/A N/A 
Indiat 455 1,073 13% 
ERE ЕМВ EE T M 
СИН «Э re == 
Total/Avg. 3,801 5,666 5.396 


19 


Portfolio strategy required to fuel growth across the group 


Market clusters 
Growth Engine 


• Ambition: Gain market share 
e Strategy: Invest to accelerate growth and outgrow competitors 


2 || • Ор model: Self-owned countries; leverage franchise for scale 
M within markets 


Revitalization 
Growth Engine 0 • Ambition: Return to at least historic highs, profitably 


e Strategy: brand repositioning and reset business model 


• Op model: Self-owned countries; leverage franchise for scale 
within markets 


Profit driver 
ай • Ambition: Scale up business, without over investment 

99 • Strategy: Invest in operational excellence based on existing 
DA business model 


• Op model: Self-owned countries 


Opportunistic 
4. » Strategy: Not strategic focus, deprioritize resources invested into 
these market 


Hig • Op model: license/franchise model with lean team setup to 
h mitigate risks 


Hig 


Growth 
potential 


Opportunistic Profit driver 


Low 


Low Profitability 
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ШЕ China 


ML China is a 'Must-win battlefield' representing the biggest profit 
upside and revenue size 


Qaize of '30 Revenue 
High 


24-30 Saudi 
Incremental Arabia 
Operating | | 
Profit 
Low 


Opportunistic Profit Driver Growth Engine Revitalization 
24 


Our new strategy in a snapshot 


south Fast As, 


Beyond 
Boundaries 
2 
= = 
О = 
- o 
= 2 
2 > 
© 
маан РР РСТ o ПР РК а РО БРЫ. ЗА ae > ~ 
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Et йб ы ел ыша = 


RESET 


Enhancing Fundamentals 
Strengthening our Go-To-Market 
Strategy 

Building Internal Capabilities 
9925: 

— Freshness in Product 

— One Brand, 3 divisions 

— Correct OTB to support growth 
— Less 15 more 

Generating Market Excitement 


2026-2027 


Revitalize the brand portfolio 


Deliver great & quality 
products to different consumer 
segments 


Digital First 

eCommerce Acceleration 
Our Channel Focus 
Capability building 


• Regain our position in 


* Accelerate growth in 


RECONNECT 


20274 


Greater China (ML China 
HK) 


South East Asia & Gulf 
Cooperation Council 
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Giordano Global 2030 Strategy House - Beyond Boundaries 


2030 Financial ambition 


Giordano Main Giordano New Giordano Ladies Other brands 
Role of market Market Key initiatives 
; e— Pico clue b—ÀiÀ mmnovati-on ; 
Full Potential Growth Core business e Product mgmt. New engine 
(4) Double down on investment to ° Main brand supercharge optimization New brand 
Saudi Arabia accelerate growth and gain e Existing brand portfolio growth * Retail/store excellence incubation 
Growth Engine UAE market share * Launch of G New (online first) • Store footprint expansion (BM, BSX, 
i G-motion...) 
, t Business model reset (Product, 
ML China Overall brand portfolio repositioning А I store, eCom | A 
Licensed 
brands 
- e.g. Nike 
Thailand Excellence Strategy а 
Operational excellence and go . Existing brand portfolio e Product mgmt. optimization 
Profit Dri eCom based on existing reinforcement e  Retail/store excellence 
rofit Driver business to protect market • eCom acceleration M&A 
ROSE (e.g. New 
South Korea categories 
Opportunistic Not strategic focus, opportunistic growth License/franchise model with lean team setup to mitigate expansion) 
risks; potentially to self-operate once opportunities identified 


Key Enablers 


KPIs and incentives 
Shared interests and aligned 


Org & talents IT & tech Sourcing 
e Consumer-centric capabilities Build for future digital * Optimized global supply chain 


* Center of excellence ("On aspiration landscape 
Giordano") Support data-driven business • COGS competitiveness 


targets 
Linked to overall financial 


• Fair incentives 


Beyond Boundaries is a growth & investment 


strategy 


NET SALES GROWTH 


Strive to achieve 
revenue at a high single 
to low double-digit 
Comnpoundranmme | growth 
rate (CAGR) 


PROFIT AFTER TAX 


Endeavour to achieve 
profiuBafter tax 
margins. trending 

towards historic levels 


——M— ra Mà Аы | 


Overview 


Group revenue was flat at constant exchange rates. At current rates, revenue -3.496 to 
HKS1,903 million (1H23: НК51,970 million) > Global store count -24 to 1,774 (1H23: 1,798) 
> Group same-store sales -1.4% 


Gross margin +0.2рр to 58.9% (1H23: 58.7%) > Retail gross margin -0.5рр to 60.7% (1H23: 
61.2%) 


OPEX to revenue ratio +2.9pp to 49.5% (1H23: 46.6%) 


PATS -36.8% to НК5120 million, including НК532 million non-recurring expenses (1H23: 
HKS190 million, including HKS11 million non-recurring income). Net margin -3.3pp to 6.3% 
(1H23: 9.6%) 


Basic EPS 7.4 HK cents (1H23: 12.0 HK cents) 


Group inventories +2.6% to HKS514 million (1H23: НК5501 million) > ІТОС +8 days to 119 
days (1H23: 111 days) 


Net cash НК5720 million (1Н23: НК51,014 million) 
Interim dividend 8.0 HK cents per share (1H23: 17.0 HK cents per share) 
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Revenue by market 
-3.496 to HK$1,903 million (1H23: HK$1,970 million) 


(In HKS million) 


At constant exchange rates ын 
19.0% 
* Grouprevenue was flat 0 Gulf 
| Cooperation 
* Greater China -5.196 1,600 Council 
e Southeast Asia and Australia 46.796 1400 
38.996 
* Gulf Cooperation Council +0.6% 1,200 Southeast 
Asia and 
Underperformance in Greater China 1,000 Australia 
* Mainland China -6.696 800 
e Hong Kong and Macau -3.2% 600 
* Taiwan -4.496 "T 42.196 
Greater China 
* Focused on profitability > Raising prices and "T 
cost-cutting -> Insignificant investment in brand, 
product and marketing | m 
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18.396 

Gulf 
Cooperation 
Council 


37.396 
Southeast 
Asia and 
Australia 


44.4% 
Greater China 


1H23 
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Revenue by channel 


Offline -2.996 

e Mainland China -26.5% > lack of brand 
investment 

e Group same-store sales -2.096 


Online -0.996 

e Mainland China 41.796 at constant exchange 
rates 

• Non-Mainland China > 21.296 of online 
revenue 


Wholesale -9.6% 
e Mainland China -10.1%-> Large shipment of 
inventory at the end of 2023 


(In HKS million) 
2000 


10.496 
Wholesale 
11.796 
Online 


1800 


1600 


1400 


1200 


1000 


800 77.996 
Offline 
600 


400 


200 


0 


1H24 


11.196 
Wholesale 
11.496 
Online 


77.596 
Offline 


1H23 


————— Ga ORDADI Oa) 


Gross profit 

e Gross profit -3.1% YOY; gross margin +0.2pp to 58.9% (1H23: 58.7%) 

e Higher selling prices could not mitigate the volume drop and product costs increase 
e Unfavourable currency impact 


Currency 1H24 
translation gross 
difference profit 


1H23 
gross 
profit 


Product Selling 
costs prices 


Volume | Miscellaneous 


(In HKS million) 


Southeast Asia and Australia 2 (26) 450 
Gulf Cooperation Council - (1) 233 
Mainland China - (6) 143 
Hong Kong and Macau - - 132 
Taiwan - (6) 129 


Market mix 
Retail and distribution 
Wholesale to overseas 
franchisees/subsidiaries 
Total 1,156 1,120 
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Operating expense 
* Operating expense-to-revenue ratio +2.9pp 
* Mainly due to the former CEO's severance package and legal expenditure 


ОРЕХ to sales (96) 
(In HKS million) 


60.096 


1H23: 46.6% 1H24: 49.5% 


51.3% 


600 


50.0% 


500 


40.0% 
400 


30.0% 
300 


12.6% 


200 ig 20.096 


10.096 
100 | 19.7% 22.0% Р 


4022 4023 


EE Staff costs ШШШ Depreciation and amortization шен Shop occupancy 7 A&P Others -®—OPEX to sales ratio 
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Changes in PATS 
Net margin -3.3pp to 6.3% (1H23: 9.6%) 


(In HKS million) 
PATS for the six months ended June 30, 2023 190 


Wholesale to overseas franchisees/subsidiaries 7 
Gulf Cooperation Council 1 
Southeast Asia and Australia (5) 
South Korea (14) 
Greater China (39) 
Headquarter expenses, finance expense, income taxes and non-controlling interests (14) 


Changes in PATS (64) 
PATS for the six months ended June 30, 2024, at constant exchange rates 126 


Currency translation difference (6) 
PATS for the six months ended June 30, 2024 120 
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Market update: Greater China — Mainland china 


e Offline -26.5% with comparable store sales -15.9% 
Diminishing brand perception and awareness -> High-aged inventory 
Cost cutting measures -> Disconnected our brand from customers 
900 Quick Win > Centred around store operations and merchandise 
initiatives -> Q2 revenue -20.996 vs Q1 revenue -30.6% 


(In HKS million) Revenue 
1,000 


800 Taiwan e Online 41.796 

00 Taiwan 226 Quick Win > Accelerating our online business onto other platforms > 
206 Higher gross margin > Q2 revenue +13.5% vs Q1 revenue -11.0% 

dés Hong Hong Kong and Macau 

500 Hong Kong and * Spending northbound to Mainland China 


Kong and Macau • Absence of government consumption vouchers 
Macau 316 


296 * Higher rental costs 

* Higher discounting in response to rising inventory levels 

e Quick Win > Store turnaround through merchandise initiatives > 
200 Mainland МЕШЦ Improved the availability of best-sellers and the execution of 


400 


300 


Chi 
к viue ЙЫ» storytelling at the points-of-sale> Improving іп May and June 
Taiwan 
| e Uncertain economic climate 
1H24 1H23 e Our sub-brands helped moderate the profit decline 
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Market update: Southeast Asia and Australia 


(In HKS million) 


800 


700 


600 


500 


400 


August 15, 2024 


Others 12 
Vietnam 34 


Singapore 
100 
Malaysia 
84 


Thailand 
127 


Indonesia 
382 


1H24 


Revenue 


Others 13 
Vietnam 37 


Singapore 
91 
Malaysia 
94 


Thailand 
139 


Indonesia 
360 


1H23 


Indonesia and Singapore 
* Robust growth 
* Effective local marketing initiatives 


Thailand and Malaysia 
* Stagnant 
* Inventory shortages of- in-demand merchandise 
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Market update: Gulf Cooperation Council 


(In HKS million) 1H24 1H23 
Revenue 362 361 


Franchised stores 41 38 
Direct-operated stores 138 134 
Store at period-end 179 172 


“ Continued exhibit growth even though geopolitical tensions continued to impact 
the markets macroeconomic environment 


* Long-term sustainability Product innovation and tailored marketing strategies 
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Inventories 

* Group inventories --2.6% YOY 

e (ТОС: +8 days YOY, 119 days (FY 23: 108 days, ІН 23: 111 days) > High inventory in Greater 
China > Declining sales performance іп 1H 24 

* System inventories -6.8% YOY -> Remain healthy 


At 

June 30 December 31 June 30 
(In HKS million) 2024 2023 2023 
Inventories owned by the Group 514 474 501 
Inventories held by 48.5% South Korea joint venture 181 182 205 
Inventories held by franchisees in Mainland China 34 38 35 
Finished goods at suppliers 11 15 53 
Inventories not owned by the Group 226 235 293 
Total system inventories 740 709 794 
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Business Outlook 


* Five-Year Strategy Launch: "Giordano - Beyond Boundaries" 

e Q2 Quick Wins: Product Enhancement & Store Productivity 

* Improved Q2 Revenue in Greater China: -2.8% YOY (vs. -12.896 in Q1) 

* Target: Positive Growth in 2H 2024, Flat Yearly Revenue vs. 2023 

5525 Global Buying Conference in Dongguan: Market Strategy Showcase 


* Digital-First Model: Expanding Online Presence, especially in ML China (API connection 
with third party e-platforms) 


* Giordano Korea Product Testing in ML China via eCommerce 
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2030 Vision, mission, corporate values 


Giordano 
To be the best Asian apparel brand 


= - 
To make people "Feel Good" and " Look Great" 


Quality Knowledge Innovation Service Simplicity 


Updating expertise and Thinking out of the box Exceeding customer's 


Less is more 
sharing knowledge expectations 


Doing things right 
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We Have e What ItT akes. 


Team Giordano 


Q&A 


